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PATRICIA HANBERRY
AGE: 57
BETTER KNOWN AS: Pat
EMPLOYER: The Mental Health Association of Frederick
County
JOB TITLE: Chief Executive Officer
EDUCATION: Bachelor of Arts, sociology, Albion Col-
lege, Albion, Mich.; Master of Arts, School of Social
Administration, University of Chicago
HOMETOWN: Minneapolis

By SARAH FORTNEY

Special to the News-Post My
First
Job

Pat Hanberry has known
since the ninth grade that she
would become involved in
social work. After volunteering
at a day-care center for chil-
dren with developmental dis-
abilities, she knew she had
found her niche. The summer
before her senior year of high
school, she got her first job as a
cook at a camp for kids with
special needs and their fami-
lies.

The following summer, Ms.
Hanberry had graduated from
high school and was old
enough to become a camp
counselor. It was a lovely place
to work. “As far as first jobs go,
it was pretty nice,” she says.
She did not have to work
evenings, and during the day
she was able to spend time out-
doors. When she was off-duty,
she could go swimming and
use the other camp facilities.       

Ms. Hanberry headed to col-
lege where she would become
known for her advocacy. “In
my senior year, I was known
for being radical,” says Ms.
Hanberry. At the time, the
invasion of Cambodia during
the Vietnam War was contro-
versial. Her statements
protesting the war prevented
her from marching with her
class at graduation. She actual-
ly had to get her degree from
the registrar’s office because
she refused to remove a black
armband in protest of the war.  

Ms. Hanberry continues to
stand for what she believes,
and she maintains her advoca-
cy for mental-health aware-
ness. In the past, she has
brought a mental-health cen-
ter to a complete turnaround;
now, as the chief executive offi-
cer of the Mental Health Asso-
ciation of Frederick County,
her leadership skills continue
to serve the community as she
governs the various programs
affiliated with the organiza-
tion.

In the future, Ms. Hanberry
would like to work more direct-

ly with people. With her love
for languages and literacy, she
also hopes to teach English as a
second language. “I will defi-
nitely be traveling,” she says
when asked what she will be
doing ten years from now.  She
would also like to retire and
spend more time doing what
she loves most: being with her
family.

FIRST JOB:

Cook at a summer camp.
MOST SIGNIFICANT ACHIEVEMENT:

Under her direction, an organiza-
tion’s downward trend was
reversed. Because of her efforts,
the Cumberland Valley Mental
Health Center more than dou-
bled its budget and staff. Among
other accomplishments, she has
aided distribution of polio vac-
cine in Nigeria.
FAVORITE FOOD:

Spinach salad…just kidding.
Ginger pumpkin cheesecake.
IDEAL LEISURE ACTIVITY:

During the winter, she enjoys
playing the piano. During the
warmer months, she gardens.
She loves spending time with
her husband and family.
HEROES: 

Both Jimmy and Rosalynn Carter
for their contributions to the
mental health industry. They have
used their notoriety to raise
awareness about the importance
of good mental health.
KIND OF CAR I DRIVE:

2003 Honda Accord Coupe.
WHAT MY CAR SAYS ABOUT ME:

There’s a side to her that most
people do not know about—she
has a “wild hare.”
MOST PEOPLE DON’T KNOW:

She was born in China.

at a glance

By ED WATERS JR.

News-Post Staff
ewaters@fredericknewspost.com

FREDERICK — Are you pre-
pared for a disaster, either person-
ally or for your business?

That was the theme of a busi-
ness outlook seminar held Friday
morning by the Frederick County
Chamber of Commerce.

Although much of the discus-
sion focused on the value of
telecommuting and transporta-
tion, the key was how to keep
businesses, and personal commu-
nications, going during a crisis.

Elham Shirazi, an expert in
planning for telecommuting, said
while the practice is growing, a
company needs to look at many
factors. 

“Is the employee the right type
of person to work at home? Is the
supervisor the right person for
that job, and do you have the right
technology to make it work?” Ms.
Schirazi said.

“The picture of the mom with
the baby on her lap working on a
computer from home is not the
right picture” of telecommuting,
she said.

People use electronic commu-
nications more in the office, and
more than 40 million — about 25
percent of the work force — used
e-communications in 2005 for
business, she said.

“Offering telecommuting, even
if only one or two days a week,
can help with recruitment and
retention and cuts down on absen-
teeism,” Ms. Shirazi said, because
even if someone is too sick to
come into the office, they may still
be able to work at home.

“Power may be out at your
workplace, but not at your home,”
she said.

Jack Markey, assistant chief of
the Frederick County Fire and
Rescue Services and director of
emergency services, coordinates
various entities when a crisis hits. 

“The Frederick County road
network is known for its difficulty
to get around, even when there is
no crisis,” Mr. Markey said. He
recommended employers look at
alternate transportation services,
such as the local TransIt buses
and rental car programs, and
ways for both employee and com-
pany vehicles to save gas.

“I have everything I need in
my laptop, even if my building is
inhabitable. Some people can’t do
that, but it is important to plan
ahead and know what to do in the
case of a crisis, whether a power
outage or storm or terrorism,” Mr.
Markey said. “Unfortunately,
businesses too often put such
plans on a ‘to do later’ list. It is
something that needs to be done
now.”

Waiting until something hap-
pens and then asking, “What do I
do now? Who do I contact?” is not
the answer, he said. “About 60 per-
cent of businesses that suffer from
disasters don’t reopen.” Planning
ahead can help avoid that.

Focusing on fluctuating gaso-
line prices, Jamal Qureshi of PFC
Energy explained that while there
is plenty of crude oil right now,
the problem is refining that crude
oil. He also noted that the price of
crude oil accounts for 47 percent
of the cost of gas at the pump.
Taxes account for another 27 per-
cent; refining, 15 percent; and
marketing and distribution, 14
percent.

“The local gas station operator
is working on a very low margin,”
he said.

After gas “crises” in the 1970s

and 1980s, many companies shut
down refineries, but there are
other factors affecting the energy
problem. 

“In the Middle East, gas may
be 5 cents a gallon, but insurgents
are always blowing up pipelines,”
he said.

“One in 10 of every barrel of
oil is burned in a car in the U.S.,
and that does not count jet fuel
and other products,” Mr. Qureshi
said. “We use 20 million barrels a
day in the U.S., but the refinery
capacity here is only 16 million.”

One of the major obstacles to
moving ahead with real energy
programs is the automakers, he
said. “It sounds terrible to say, but
the only way we may get a real
program is if Detroit dies. It

seems it may die on its own, the
way things are going.”

Although the increased popu-
larity of sport utility vehicles and
cars with low fuel mileage has
added to the problem, affordable
housing is also a culprit. People
trying to find a house they can
afford move farther away from
their workplace because of high
living costs, adding to fuel use and
traffic congestion. That is where
telecommuting can help, though
it is not always possible for every
business.

“The world right now has plen-
ty of crude oil, but there is poten-
tially a shortage coming — not in
five years, but possibly after that,
there could be a problem,” Mr.
Qureshi said.

SHANGHAI, China (AP) —
When Adidas brought NBA star
Tracy McGrady to China last
August for a well-funded publicity
tour, all 800 pairs of a special edi-
tion basketball shoe sold out at
stores in a single day.

The sportswear maker hopes
the enthusiasm that the young
Chinese showed for those $170
shoes will spill over to the 2008 Bei-
jing Olympics.

The company will drape the
Adidas name and three-stripe logo
on Chinese athletes at the Winter
Olympics next month, splash it on
souvenir jerseys for the 2008
Games and clothe tens of thou-
sands of officials and volunteers at
the Beijing competition.

“The Beijing Olympics will be
an Adidas event,” Adidas-Salomon
AG’s chief executive, Herbert
Hainer, said in a presentation to
investors in October.

Trying to vault to the top of
China’s booming market ahead of
archrival Nike Inc., the German-
based Adidas is gambling it can
use its pricey Olympics sponsor-
ship to root its brand in the minds
of Chinese consumers.

The Olympics and China are
key components in a strategy to
revitalize the 78-year-old company
that pioneered the sports-shoe
industry but then grew listless.

Since its acquisition by French
financier Robert Louis-Dreyfus in
1993, Adidas has expanded its
product line and absorbed other
sports-gear makers. It plans to
close a $3.8 billion acquisition of

competitor Reebok International
Ltd. Tuesday, with plans to main-
tain the Reebok line and promote
it globally.

Adidas paid an unusually hefty
$80 million to
$100 million in
cash and ser-
vices, such as
uniforms, to win
the Beijing
Olympics spon-
sorship, industry
executives esti-
mate. The com-
pany declines to
reveal the cost,
but the price tag
underscores the allure of China’s
growing market.

Sponsorships give companies
limited rights to use the Games
logo on products and in advertis-
ing. Bidding wars have pushed up
the price of such deals, bringing
the Beijing Olympic organizers an
estimated $1 billion so far and
allowing them to project a profit.

Among multinationals that
have shelled out handsomely,
Volkswagen AG sees its sponsor-
ship as crucial to shoring up a
rapidly eroding position in a
nation where it used to be the lead-
ing car maker. Johnson & Johnson
wants to raise the profile of its
medical and health-care products.

Adidas is looking for an edge in
its battle with Nike over China’s
consumers. “It’s definitely a two-
dog race,” said Terry Rhoads, gen-
eral manager for Zou Marketing
Inc., a Shanghai-based sports con-

sultant.
Both companies have success-

fully appealed to a cohort of single
urban children — the “little
emperors” of China’s one-child

family planning
policy — who
are wired to the
Internet and
captivated by
p r o f e s s i o n a l
sports, especial-
ly NBA basket-
ball, and whose
families have
money to spend.

The rivals
are opening

stores across China at the rate of
10 or more a week, often just yards
apart in the same shopping malls.
They sponsor local sports heroes
— the Olympic gold medal-hurdler
Liu Xiang for Nike, the gold medal-
ist women’s volleyball team for
Adidas — and fund competitions
aimed at hooking teenagers on
sports and the related gear.

Sales of premium sportswear
in China have rocketed from
almost zero a little more than a
decade ago to $350 million for Nike
and $300 million for Adidas last
year, Rhoads estimates. He says
that sector was worth $3 billion in
total last year and is expected to
grow 20 percent this year.

“Everything in China is always,
like, out of proportion,” Sandrine
Zerbib, head of Adidas’ China
operations for 12 years, said at her
new Shanghai office atop an
upscale shopping center, a compa-

ny award for running the most
profitable subsidiary sitting on a
shelf.

The Beijing Games are “going
to be bigger, faster, stronger,” she
said. “The number of volunteers
will be larger. The stadiums will be
filled. The number of medals for
China is going to be huge. The
audience and attention from peo-
ple in China will be huge.”

Under its deal, Adidas will out-
fit China’s Olympic teams at next
month’s Winter Games in Turin,
Italy, and at the Beijing Games.
That means when Chinese ath-
letes win medals, they will receive
their awards wearing Adidas, even
if they compete in garb from Nike
or other sponsors.

But Adidas isn’t waiting for
photos of Chinese athletes at
medals ceremonies in Beijing.

“The Games are all about the
time before the Games. The Games
are just 16 days. It’s the sugar on
the cream,” said Marcus John, the
China managing director for the
sports marketing firm IMG.

A worldwide Adidas marketing
campaign — “Impossible Is Noth-
ing” — was refashioned for China
last year as “No Impossible Gold”
to play to Chinese hopes that their
athletes will top the medals table
in 2008.

One offbeat initiative, begin-
ning this week, features short
video clips that will be e-mailed to
several thousand young Chinese
in hopes they will pass them on to
friends and create buzz about Adi-
das.

2008 Beijing Olympics not just sports

Businesses need disaster plan

■ Off the fields,
rival sportswear
companies compete
in biggest race:
consumers
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The Frederick County Chamber of Commerce hosted several speak-
ers Friday on energy and preparing for a disaster. From left are
Justin Schor, UrbanTrans Consultants; Elham Shirazi, e-Planning;
Jamal Qureshi, PFCC Energy; Jack Markey, Frederick County Emer-
gency Services; and Fleta Knight, Army Community Services.

Associated Press

A woman looks at an Adidas shoe displayed at an Adidas shop in Shanghai, China, on Dec. 2, 2005.


